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Chinese beer industry develops relatively late comparing to European and 
American countries, but with the last three decades of rapid development, Chinese 
beer production and sale volume has been ranked as first over the world for more than 
last 10 consecutive years. In the recent few years, Chinese beer industry is showing 
significant trends such as industrial centralization, low profit, regional consuming 
trends. With the fast growth of China’s economy, the beer consumer demand for 
premium beer is increasing very fast, and the beer manufacturers are having fierce 
completion on this field because of its high profit rate. Xiamen as an important 
strategic market for beer consumption in Fujian province, with high per capita beer 
consumption. At the same time as the special economic zones with developed 
economy environment and strong spending power, Xiamen beer consumers have high 
acceptance for the premium beer, and it’s a quite good market for premium beer. 
Budweiser, as the famous beer brand over the world, how to do the marketing better 
in the Xiamen beer market, which is occupied by local beer brands for a long time, 
and to be the reference of marketing strategy of other sales regions, is the main issue 
we will discuss in this article. 
To better understand the development trend of China's beer industry, and the 
development status and problems of Budweiser in Xiamen market, to promote 
Budweiser in Xiamen market and fulfill customers’ demand of premium beer. This 
article focuses on using questionnaire survey research methods around the beer 
consuming habits, combined with marketing, consumer behavior and market research, 
and other related theory, design, distribute and collect network and paper survey 
questionnaires, using SPSS and Excel software to analysis the results of the survey 
questionnaires, and give suggestions on Budweiser marketing strategy in Xiamen. 
By the results of data analysis, combined with theoretical analysis, we 















China and especially Xiamen market. First, develop new products to fulfill regional 
taste preference; Second, small bottle is the trend of future beer packaging ; Third, 
each beer channel’s consumption features are quite different from each other. KTV 
and nightclub are important development channels for Budweiser; Forth, POC 
promotion is the most effective marketing way, there must be innovative ways to 
enhance the cooperation with POCs and achieve win-win situation; Fifth, precise 
marketing and new product development for the big sport event. 
 
 

















第一章  绪论 ······································································· 1 
第一节  研究背景和意义 ···························································· 1 
第二节  研究内容和方法 ···························································· 3 
第三节  研究框架 ····································································· 3 
第二章  相关理论综述 ··························································· 5 
第一节  市场营销理论 ······························································· 5 
第二节  品牌营销 ····································································· 8 
第三节  渠道营销 ··································································· 10 
第四节  快消品营销 ································································ 12 
第三章  中国啤酒行业及百威啤酒现状分析 ····························· 15 
第一节  中国啤酒行业现状分析 ················································· 15 
第二节  百威啤酒现状分析 ······················································· 25 
第四章  百威啤酒厦门营销现状分析 ······································· 30 
第一节  百威啤酒厦门营销渠道 ················································· 30 
第二节  百威啤酒厦门产品结构 ················································· 32 
第三节  百威啤酒厦门价格策略 ················································· 33 
第四节  百威啤酒厦门目前促销策略 ··········································· 36 
第五节  百威啤酒厦门营销的主要问题 ········································ 38 
第五章  百威啤酒厦门市场调研分析 ······································· 40 
第一节  问卷设计及发放回收情况 ·············································· 40 
第二节  描述统计分析 ····························································· 41 
第二节  相关性分析 ································································ 47 
第三节  交叉分析 ··································································· 53 















第一节  数据分析结论 ····························································· 66 
第二节  产品策略建议 ····························································· 68 
第三节  渠道投放建议 ····························································· 69 
第四节  售点营销建议 ····························································· 70 
第五节  针对大型活动的推广 ···················································· 73 
附 录 ··············································································· 74 
参考文献 ··········································································· 77 
















Chapter 1: Introduction ................................................................................ 1 
Section 1: Research Background and Significance ........................................ 1 
Section 2: Methods and Contents of Study ..................................................... 3 
Section 3: Research Structure .......................................................................... 3 
Chapter 2: Review of Relevant Theories .................................................... 5 
Section 1: Marketing Theory ............................................................................ 5 
Section 2: Brand Marketing ............................................................................. 8 
Section 3: Channel Marketing ........................................................................ 10 
Section 4: Marketing Theory of FMCG Industry ........................................ 12 
Chapter 3: Current Status of China Beer Industry and Budweiser ..... 15 
Section 1: Analysis of Current China Beer Industry .................................... 15 
Section 2: Analysis of Budweiser in China .................................................... 25 
Chapter 4: Current Status of Budweiser Marketing in Xiamen ............ 30 
Section 1: Marketing Channel of Budweiser in Xiamen .............................. 30 
Section 2: Product Structure of Budweiser in Xiamen ................................ 32 
Section 3: Pricing Strategy of Budweiser in Xiamen .................................... 33 
Section 4: Promotion Strategy of Budweiser in Xiamen .............................. 36 
Section 5: Main Problems of Budweiser Marketing in Xiamen .................. 38 
Chapter 5: Analysis of Beer Consumption in Xiamen ................................ 40 
Section 1: Questionnaire Design and Collection Status ............................... 40 
Section 2: Descriptive Analysis ....................................................................... 41 
Section 3: Correlation Analysis ...................................................................... 47 
Section 4: Cross Analysis ................................................................................ 53 















Marketing Strategy ................................................................................. 66 
Section 1: Result of Analysis ........................................................................... 66 
Section 2: Advice for Product Strategy .......................................................... 68 
Section 3: Advice for Channel Distribution .................................................. 69 
Section 4: Advice for POC Promotion ........................................................... 70 
Section 5: Advice for Major Event Related Promotion ................................ 73 
Appendix ....................................................................................................... 74 
References ..................................................................................................... 77 



















第一章  绪论 























































































































































































































                                                      
① Philip Kotler, Gray Armstrong，Principles of Marketing  [M].北京:清华大学出版社：2009 
② Philip Kotler, Kevin Lane Keller 著，梅清豪 译，Marketing Management [M]. 上海人民出版社 2003.12 
③ 晁钢令，市场营销学（第四版）[M]. 上海财经大学出版社 2014.1 













Degree papers are in the “Xiamen University Electronic Theses and Dissertations Database”. Full
texts are available in the following ways: 
1. If your library is a CALIS member libraries, please log on http://etd.calis.edu.cn/ and submit
requests online, or consult the interlibrary loan department in your library. 
2. For users of non-CALIS member libraries, please mail to etd@xmu.edu.cn for delivery details.
厦
门
大
学
博
硕
士
论
文
摘
要
库
